Introduction
Among a range of different cultural goods, cultural quarters are significant because they provide opportunities to foster cultural diversity and creativity and can increase the vibrancy of local economies (A. Chen, Peng, & Hung, 2015; McCarthy, 2006; O'Connor & Wynne, 1998; Throsby, 2008; Wansborough & Mageean, 2000) . Cultural quarters are defined as distinct and spatially limited areas that contain a greater number of cultural activities the latter. However, Kim and Ritchie (2014) found that immersion in on-site activities could have a profound impact on tourists' experiences. Certain tourism destinations, such as cultural quarters, are characterized by high levels of activity. Therefore, researchers have suggested that the influence of onsite activities should be considered when examining tourists' symbolic consumption of tourism destination brands and tourism activities (Choi, Papandrea, & Bennett, 2007 ; J. Lee, Graefe, & Burns, 2007;  T. H. Lee & Chang, 2012) . Scholars have also suggested that more can be done to investigate how contact with on-site activities can affect tourists' experiences and behaviors (Bonn, Joseph-Mathews, Dai, Hayes, & Cave, 2007; McCarthy, 2006; Pappaleplore et al., 2014; Porter & Barber, 2007) .
To close the research gaps in the current tourism literature, tourists' consumption of tourism destinations characterized by high levels of on-site activities is examined by incorporating a "cultural contact" variable into symbolic consumption in the tourism destination brands model. Specifically, through this research, we make three contributions to the literature. First, based on the result, we confirm that contact with cultural activities affects tourists' satisfaction and behavioral intentions to revisit or recommend a cultural quarter. Second, we find that contact with cultural activities can moderate the influence of satisfaction on tourists' behavioral intentions. Third, our findings support the contention that ideal self-congruence, brand identification, and lifestyle congruence can influence tourists' satisfaction with cultural quarters.
Literature Review

Self-Congruity Theory and the Symbolic Consumption of Tourism Destination Brands
In this study, we adopt self-congruity theory as the overarching theory. Self-congruity can be defined as the cognitive match between an individual's self-concept/self-image and a product or brand's image. One aspect of self-congruity theory is that consumers prefer brands and products that sustain or enhance their self-image or self-concept (Hosany & Martin, 2012) . Furthermore, researchers have proposed that consumers' behavioral intentions are affected by the degree of matching between Porter & Barber, 2007) . However, there are gaps in the current tourism literature that can be narrowed by studying cultural quarters from the tourist's perspective. Existing findings regarding the influence of symbolic consumption variables on tourists have been inconsistent. In addition, the question of how contact with on-site activities can affect tourists' experiences and behaviors can be further explored.
First, scholars have suggested that self-congruity theory can provide useful insights into the relationship between a tourism destination and its visitors because, when applied to the consumption context, this theory proposes that individuals will be more likely to consume products that help them enhance their self-image (Hosany & Martin, 2012) . However, more attention could be focused on investigating the different dimensions of congruity that contribute to consumers' experiences when they visit cultural quarters. Such research is relevant because self-congruity represents one aspect of congruity.
Research on the different dimensions of congruity may be particularly welcomed by academic communities when the product offering represents an intangible emotional experience of high symbolic value, as occurs in tourism. Tourism activities represent certain lifestyles and involve participants who strongly affiliate themselves with specific brands. Researchers have suggested that the influence of tourists' identification with a brand community and the degree of congruence between tourists' lifestyles and the lifestyle represented by the destination should be considered together with self-congruity (Ahn, Ekinci, & Li, 2013; Hosany & Martin, 2012) .
The symbolic consumption in the tourism destination brands model can be a useful model when examining tourists' behavior because this framework takes the concepts of ideal self-congruity, lifestyle congruity, and brand identification into account (Ekinci, Sirakaya-Turk, & Preciado, 2013) . However, the findings regarding the influence of symbolic consumption variables on tourists have been inconsistent. This model's contribution to self-congruity theory is limited because of these inconsistencies.
Second, Kim and Ritchie (2014) noted that there are two phases in a tourist visit to a destination: planning and on-site activities. Previously, researchers tended to focus more on the former than Delivered by Ingenta Article(s) and/or figure(s) cannot be used for resale. Please use proper citation format when citing this article including the DOI, publisher reference, volume number and page location.
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associating themselves with a cultural quarter's brand (Tuškej, Golob, & Podnar, 2013) . In Ekinci, Dawes, and Massey's (2008) and Hosany and Martin's (2012) research on service-based products, these authors confirm that ideal self-congruence is more aspirational than actual self-congruence: They find that actual self-congruence has no impact on customer satisfaction. Based on these results, we only focus on the ideal self-congruence aspect of self-congruence theory in this research.
Cultural Contact as a Form of On-Site Activity Involvement
To account for the influence of cultural activities on tourists, we incorporate "cultural contact" into symbolic consumption in the tourism destination brands model in the present study. In this research, we define cultural contact as the degree to which a tourist becomes involved in cultural activities when visiting a cultural quarter (Gnoth & Zins, 2013;  T. H. Lee & Chang, 2012) . Involvement has had increasingly greater relevance in studies of tourists because it has considerable influence on the consumption decision process (T. H. Lee & Chang, 2012; L. Lu, Chi, & Liu, 2015; Martin, Collado, & Bosque, 2013; Prayag & Ryan, 2012; Wong & Tang, 2016) . Involvement in the on-site phase corresponds to how tourists engage when participating in tourism activities (Martin et al., 2013) . On-site activity involvement is a psychographic construct that may be critical as a direct antecedent of consumers' satisfaction (T. H. Lee & Chang, 2012; L. Lu et al., 2015) . Gnoth and Zins (2013) developed a unidimensional cultural contact scale to measure the level of on-site involvement of 250 tourists after they engaged with the Maori culture. These authors examined the relationship between cultural contact and tourists' motivation, but they noted that additional investigation into the influence of this factor is still needed.
Research Framework and Hypotheses
Symbolic Consumption Variables, Tourists' Satisfaction, and Behavioral Intentions
Pursuant to the literature reviewed above and the described research goals, we propose a research framework for the study (Fig. 1) . The first hypothesis a product's/brand's attributes and consumers' selfconcept (Usakli & Baloglu, 2011) . The greater the degree of congruence is, the higher the probability of intention to purchase will be.
Researchers have confirmed that self-congruence plays an important role in influencing tourists' behavioral intentions and actual behaviors because tourists use the distinctive images of tourism destinations to enrich or sustain their self-image (Hosany & Martin, 2012) . However, in the context of tourism destinations, the importance of lifestyle congruence and brand identification cannot be overlooked . To take these factors into account, in this study we adopt symbolic consumption in the tourism destination brands model as the central research framework.
The concept of symbolic consumption was introduced to the tourism destination brands model to examine tourists' consumption of a destination's symbolic meanings (Ahn et al., 2013; Ekinci et al., 2013; Hosany & Martin, 2012) . In this model, ideal self-congruence, brand identification, and lifestyle congruence can affect tourists' satisfaction, which in turn can affect tourists' behavioral intentions. Ekinci et al. (2013) suggested that ideal self-congruence, brand identification, and lifestyle congruence are important determinants of tourists' consumption of destinations because tourists visit places to sustain or enhance tourists' self-image, they define their social identity using tourism brands or by associating themselves with brands, and they engage in repeat visits or buying behavior when tourism products satisfy their need to maintain or achieve a particular lifestyle (Ahn et al., 2013) . For example, Ekinci et al. (2013) found tourists visit Antalya because this destination enhances their desired self-image (e.g., somewhat wealthy) and matches their lifestyle (e.g., prefer sun and beach). Additionally, Antalya is a tourism destination brand that they can identify with (e.g., association with the French Riviera).
In the context of this research, ideal selfcongruence is the degree to which a cultural quarter's image matches a tourist's ideal self-image (Hosany & Martin, 2012) . Lifestyle congruence is defined as the degree of alignment between a cultural quarter's perceived lifestyle and a tourist's lifestyle (A. Chen et al., 2015) . Finally, in this research, we define brand identification as the degree to which tourists can define their social identity by using and identification with a brand and to join the brand's community (He, Li, & Harris, 2012; Heere, Walker, Yoshida, Ko, & James, 2011; Tuškej et al., 2013; White, Argo, & Sengupta, 2012) . It is suggested in the tourism literature that individuals identify with brands that help them to build a good reputation within their existing social groups or those they aspire to join (A. Chen et al., 2015; Ekinci et al., 2013; Peng & Chen, 2011) . Cultural quarters often have distinctive brand identities and communities of visitors (McCarthy, 2006; Montgomery, 2003) .
Tourists will be more pleased with their visit if they can identify with the destination brand, such as by sharing the same faith or religious values. Nam, Ekinci, and Whyatt (2011) confirm that tourists are more likely to be satisfied with their decision to visit a destination when they identify with its brand. The current research proposes that tourists who strongly identify with a cultural quarter's brand will be satisfied with their visit (H2).
H2:
Brand identification has a positive effect on tourists' cultural quarter satisfaction.
Third, we hypothesize that lifestyle congruence can positively affect tourists' cultural quarter satisfaction. The consumer behavior literature suggests that consumers tend to prefer products and brands that are in line with their current or aspirational lifestyle (Ping, Lobo, & Li, 2012) . In tourism research, scholars also confirm that lifestyle congruence can affect tourists' evaluations of and commitment to destinations (A. Chen et al., 2015;  to be examined concerns the relationship between ideal self-congruence and satisfaction. Consumers often intend to purchase products and brands that are aligned with or can enhance their self-image (Usakli & Baloglu, 2011) . In studies, satisfaction is shown to be positively affected by self-congruity (Hosany & Martin, 2012) . Ideal self-congruence and satisfaction have been examined and their effects confirmed in tourism contexts. Tourists use tourism products, such as destinations, to sustain and enhance their ideal self-image (Han & Back, 2008; Hosany & Martin, 2012) . In this study, satisfaction is defined as tourists' overall affective appraisal of the cultural quarter that they visited (Dagger & David, 2012) . This relationship may be particularly relevant within the context of a cultural destination because such destinations often have distinct images. Tourists can use cultural quarters and their associated symbolic meanings to sustain and enhance their self-image (A. Chen et al., 2015; Ekinci et al., 2013) . We propose that tourists will be more likely to be satisfied with their decision to visit if a cultural quarter's image is consistent with how they want to be perceived by themselves or by others (H1).
H1:
Ideal self-congruence has a positive effect on tourists' cultural-quarter satisfaction.
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research concerns cultural contact's effect on tourists' satisfaction with cultural quarters. In T. H. Lee and Chang's (2012) study on wine tourism, the authors confirmed that tourists' active involvement, such as being given an opportunity to taste wine, positively affects their satisfaction with the tour. In the context of tourism research, the general consensus is that tourists will be more satisfied with their visit if there are more activities at the destination/ attraction that allow them to be involved (T. H. Lee & Chang, 2012; L. Lu et al., 2015; Prayag & Ryan, 2012) . At some cultural destinations, visitors can personally participate in the offered activities. However, whether their visitation experiences are enhanced by these cultural activities remains less studied, even though such activities can often be costly to the organizers. Based on research by T. H. Lee and Chang (2012) , in this study we contribute to the literature by proposing that tourists' cultural quarter satisfaction will be higher if they have more contact with cultural activities (H5).
H5:
Cultural contact has a positive effect on tourists' cultural quarter satisfaction.
The sixth hypothesis that we examine in this study concerns cultural contact's effect on tourists' behavioral intentions. Tourism scholars have confirmed that involvement can also affect tourists' behavioral intentions (Hochgraefe, Faulk, & Vieregge, 2012; T. H. Lee & Chang, 2012; Martin et al., 2013; Wong & Tang, 2016) . In the case of nature-based tourism, visitors are more likely to have higher intentions to revisit and intentions to recommend a forest if they have plenty of opportunities to participate in the activities provided by the forest managers (J. Lee et al., 2007) . Cultural quarters contain a high number of cultural activities that tourists can engage in (Wansborough & Mageean, 2000) . Nevertheless, whether these activities can contribute to the long-term success of cultural quarters in the form of inspiring tourists to revisit and to recommend the destination to others remains understudied. Based on the results of previous studies (Hochgraefe et al., 2012 ; T. H. Lee & Chang, 2012; Martin et al., 2013; Wong & Tang, 2016) , this study proposes that tourists' intentions to revisit and recommend will be higher if they have more Ekinci et al., 2013) . Tourists prefer to visit destinations that reflect or agree with their lifestyles. They also revisit such destinations or recommend them to their friends. Cultural quarters reflect and promote certain lifestyles (Jayne, 2004) . Additionally, Montgomery (2003) suggests that one appeal of cultural quarters is that they reflect a unique lifestyle. The current research proposes that tourists will be more likely to be pleased with their visit if the lifestyle that is reflected by a cultural quarter is consistent with their lifestyle (H3).
H3:
Lifestyle congruence has a positive effect on tourists' cultural quarter satisfaction.
The fourth hypothesis that we examine in this study concerns the influence of satisfaction on tourists' intentions to recommend and revisit a cultural quarter. In the context of this research, we define behavioral intention as the desire to attempt to revisit and/or to recommend a cultural quarter (Ajzen, 1991) . The influence of satisfaction on behavioral intentions has been examined by scholars who study tourist behavior (Wan & Chan, 2013) . Based on Um, Chon, and Ro's (2006) and Wan and Chan's (2013) findings, we propose that tourists who are satisfied with their cultural quarter visit will be more likely to revisit. In addition, they will utilize positive word of mouth and make recommendations to others. Thus, the following hypothesis (H4) will be tested:
H4: Satisfaction has a positive effect on tourists' behavioral intentions, as measured by intentions to revisit and to recommend a cultural quarter to others.
The Influence of Cultural Contact
Perhaps the most interesting aspect of this research is that we include the cultural contact variable within symbolic consumption in the tourism destination brands model. Given the scarcity of studies on cultural contact's effects, we also considered the literature on involvement when developing hypotheses regarding the effects of cultural contact because cultural contact measures tourists' involvement levels in cultural activities while onsite. The fifth hypothesis that we examine in this (Chang, 2007; M.-H. Chen, Pan, Chang, & Wu, 2012) . Central to this initiative was the planning of five cultural and creative parks (Chang, 2007) . By the end of 2015, there were 23 cultural and creative parks in Taiwan, and the establishment of such parks has created many opportunities for Taiwan's tourists to visit cultural quarters.
Expert Panel
A list that included Taiwan's 23 cultural quarters was submitted for review by five tourism scholars who are knowledgeable about Taiwan's cultural quarters. The purpose of the current research was explained to these experts. After the experts reviewed the list, we selected four cultural quarters that the experts considered suitable for this research: Dongshin Old Train Station Hakka Culture Park, Liudui Hakka Cultural Park, Miaoli Hakka Cultural Park, and Taiwan Indigenous Culture Park. Similar to the destination included in Gnoth and Zins' (2013) study, these four cultural quarters primarily showcase ethnic minority cultures.
A list that contained Gnoth and Zins' (2013) cultural contact scale items was also submitted to these five scholars for review because the cultural contact scale was designed to examine tourists' involvement in traditional Maori activities. Based on the experts' suggestions, "Maori cooking classes," "Maori carving classes," and "Maori weaving classes" were revised to "I participated in the Hakka's or indigenous people's cooking, carving, and/or weaving classes" to reduce redundancy. In addition, "I participated in traditional activities (e.g., food gathering and preparation)" and "Maori dance performance" were merged into "I participated in the Hakka's or indigenous people's traditional activities (e.g., a dance performance or food gathering and/or preparation)" to reduce redundancy.
Sampling and Data Collection Methods for the Main Study
To examine the proposed framework, trained interviewers conducted the data collection. The opportunities for contact and involvement in activities when they visit cultural quarters (H6).
H6:
Cultural contact has a positive effect on tourists' behavioral intentions.
The seventh hypothesis to be examined by this research concerns cultural contact's ability to moderate satisfaction's influence on tourists' behavioral intentions. We will examine this hypothesis after confirming cultural contact's direct influences on satisfaction (H6) and behavioral intentions (H7). The tourism literature has yet to empirically examine cultural contact's moderating effect on this relationship, although researchers have confirmed that consumers' satisfaction will have a greater effect on their behavioral intentions if they are highly involved in the activities that they participate in or the products that they purchase (Dagger & David, 2012) . Dagger and David (2012) hypothesize and confirm that highly involved consumers tend to care more about the products that they purchase than less involved consumers; therefore, highly involved consumers will give greater weight to satisfaction when deciding whether they should repurchase or not. Although Dagger and David's (2012) focus was on the long-term aspects of consumer involvement with a product class rather than shortterm involvement in a more specific situation, in both situations consumers with high involvement are more engaged than are less involved consumers (Martin et al., 2013) . Therefore, we would expect cultural contact to moderate the relationship between tourists' satisfaction and their behavioral intentions (H7).
H7:
Cultural contact moderates the relationship between tourists' satisfaction and their behavioral intentions.
Research Method
Research Context
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Questionnaire Design
The participants completed a survey that consisted of two sections. In the first section, participant demographics such as gender and age were collected. The second section consisted of 25 statements about tourists' behavioral intentions, satisfaction, cultural contact, ideal self-congruence, brand identification, and lifestyle congruence. We used 3 items to evaluate satisfaction and behavioral intentions (Jang & Namkung, 2009; Taplin, 2013) , 3 items to measure ideal self-congruence, brand identification, and lifestyle congruence (Nam et al., 2011) , and 10 items to measure cultural contact (Gnoth & Zins, 2013) . These statements were generated from a review of the previous cultural quarter and tourism literature. To maintain consistency, we used a 7-point Likert-type scale in the item design. The items for each variable are presented in Table 2 .
Data Analysis and Results
Model Measurement
We used IBM SPSS AMOS 20 to analyze the data and a two-step approach to structural equation modeling (SEM), as recommended by Anderson and Gerbing (1988) . All of the factor loadings on the intended latent variables were significant and greater than 0.7 (Fornell & Larcker, 1981) , and the squared-multiple correlations supported the reliability of the items that were used. Because all of the constructs had composite reliabilities that were greater than the recommended threshold of 0.7 (Hair, Sarstedt, Ringle, & Mena, 2012) , construct reliability was supported.
We assessed convergent validity in terms of the factor loadings and average variance extracted (AVE). According to Fornell and Larcker (1981) , AVE is the average variance that is shared between a construct and its measurement. As shown in Table 3 , the AVE values ranged from 0.73 to 0.91; hence, the convergent validity was confirmed (Fornell & Larcker, 1981) . Finally, we assessed the discriminant validity by comparing the AVE of each individual construct with the shared variances between each individual construct and all of the other constructs. Because the AVE value for each construct was greater than the squared correlation interviewers were recruited to gather data from domestic tourists who visited Dongshin Old Train Station Hakka Culture Park, Liudui Hakka Cultural Park, Miaoli Hakka Cultural Park, and Taiwan Indigenous Culture Park. Gnoth and Zins (2009) focused on international tourists. By focusing on Taiwanese domestic tourists, we aimed to increase this variable's applicability and to further examine its influence.
For data collection, we used a nonprobability respondent-driven sampling approach. We used an on-site purposive sampling method to recruit the participants and an interception technique to approach the tourists. For the tourists who agreed to participate in this research, the interviewer explained the purpose of the research and asked a set of screening questions. To qualify for the interview, potential participants needed 1) to be over the age of 18 years, 2) to be residents of Taiwan but not from the county where the cultural quarter they visited was located, and 3) to have tourism as the purpose of their visit. If they passed the screening process, the interviewer conducted the main survey with the respondents. The trained interviewers checked for missing data, debriefed the respondents, and thanked them for their assistance once the survey was returned. During the 9-week data collection period, 1,273 individuals were asked to participate in this research, and we collected a total of 400 usable surveys for a response rate of 31.4%. Table 1 presents the participants' demographic information. We tested for common method variance using a common latent factor (CLF) method (Podsakoff, MacKenzie, Jeong-Yeon, & Podskoff, 2003) . For this 4.69 (1.09) I3: The image of Cultural Quarter X is consistent with how I would like others to see me.
4.71 (1.15) Brand identification (B) (Nam et al., 2011) B1: If I talk about Cultural Quarter X, I usually say "we" rather than "they." 4.51 (1.03) B2: If a story in the media criticizes Cultural Quarter X, I would feel embarrassed.
4.50 (1.00) B3: When someone criticizes Cultural Quarter X, it feels like a personal insult.
4.54 (1.00) Lifestyle congruence (LC) (Nam et al., 2011) LC1: Cultural Quarter X reflects my personal lifestyle. 4.62 (1.07) LC2: Cultural Quarter X is totally in line with my lifestyle.
4.66 (1.17) LC3: Supporting Cultural Quarter X supports my lifestyle.
4.90 (1.27) Satisfaction (S) (Taplin, 2013) S1: I was satisfied with this visit to Cultural Quarter X. 4.74 (1.22) S2: My expectations for this visit today were exceeded.
5.02 (1.32) S3: I am pleased with this visit to Cultural Quarter X.
5.15 (1.36) Loyalty (L) (Taplin, 2013) L1: I would like to come back to Cultural Quarter X in the future. 5.23 (1.38) L2: I plan to revisit this cultural quarter in the future.
4.66 (1.07) L3: I would recommend this cultural quarter to my friends or others.
5.09 (1.33) Cultural contact (C) (Gnoth & Zins, 2013) C1: I learned about the history of Hakka's or indigenous people. 5.17 (1.28) C2: I learned about the early settlers in the area.
5.28 (1.37) C3: I participated in Hakka's or indigenous people's traditional activities (e.g., dance performance, food gathering and/or preparation). Note. In the survey, "Cultural Quarter X" is replaced to the cultural quarter visited by the respondents. 
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(β = 0.53; t = 6.17; p < 0.001) that this relationship is positive and significant. In H7, we proposed that cultural contact would moderate the relationship between satisfaction and behavioral intentions. To examine this hypothesis, we created an interactive term to serve as a latent construct with items that were the product terms of the satisfaction and cultural contact items. In the structural model, cultural contact and its interaction with satisfaction were significantly related to behavioral intentions (β = 0.06; t = 2.94, p < 0.01). In the path model, cultural contact also had a moderating effect (β = 2.15; t = 2.03, p < 0.05); therefore, we conclude that cultural contact did moderate the relationship between satisfaction and behavioral intentions (Table 4 and Fig. 2 ).
Satisfaction's Mediating Effect
Preacher and Hayes's (2008) guidelines were used to examine the mediating effect of satisfaction. First, examining the results, ideal self-congruence, brand identification, and lifestyle congruence were directly associated with behavioral intentions. Ideal self-congruence, brand identification, and lifestyle congruence were also shown to be positively related to satisfaction. Finally, it is indicated by the results that the mediator, satisfaction, was positively associated with behavioral intentions.
Because the a-paths (ideal self-congruence→ satisfaction; brand identification→satisfaction; and lifestyle congruence→satisfaction) and b-paths (satisfaction→behavioral intentions) were significant, we tested the mediation analyses using the bootstrapping method with bias-corrected confidence estimates (MacKinnon, Lockwood, & Williams, 2004) . In the present study, a 95% confidence interval for the indirect effects was obtained with 5,000 bootstrap resamples (Preacher & Hayes, 2008) . The results of the mediation analysis confirmed the mediating role of satisfaction on the relationships between the symbolic consumption variables (i.e., ideal self-congruence, brand identification, and lifestyle congruence) and behavioral intentions. Moreover, the direct effect of brand identification on behavioral intentions changed to nonsignificant when controlling for satisfaction, which suggested full mediation. The direct effects of ideal self-congruence on behavioral intentions & Wilkinson, 2017). The comparison showed that the results were similar between the two models, supporting the assumption that common method bias was not a significant issue for this research (Mulki & Wilkinson, 2017) .
Structural Model
Having found the overall measurement model to be acceptable, we tested the structural model. The model fit was good (χ 2 /df = 3.42; RMSEA = 0.08; CFI = 0.96; NFI = 0.94). The results obtained from examining the proposed hypotheses are presented in Table 4 . H1 was supported (β = 0.27; t = 4.05, p < 0.01); therefore, ideal self-congruence had a positive impact on tourists' satisfaction. In H2, we suggested that brand identification would have a positive influence on tourists' satisfaction. The results (β = 0.23; t = 2.71, p < 0.01) demonstrate that this relationship is positive and significant. H3 was supported because lifestyle congruence was revealed to have a significantly positive impact on tourists' satisfaction (β = 0.12; t = 1.96, p < 0.05). Hypothesis H4 (β = 0.69; t = 7.26, p < 0.001) was also supported by the results, and therefore we confirmed that tourists' satisfaction positively influenced tourists' behavioral intentions. H5 was supported (β = 0.39; t = 11.2, p < 0.001): cultural contact had a positive impact on tourists' satisfaction. In H6, it was suggested that cultural contact would have a positive influence on tourists' behavioral intentions, and it was revealed by the results Table 4 Hypotheses 140 HUNG, CHEN, AND PENG unstandardized betas, indicating that the influence of satisfaction on tourists' behavioral intentions is more apparent than that of cultural contact. The R 2 for satisfaction is 0.94. The local effect size for ideal self-congruence, lifestyle congruence, brand identification, and cultural contact is 0.22 (large effect), 0.03 (small effect), 0.12 (medium effect), and 0.08 (medium effect), respectively. The interpretation is that the effect of ideal selfcongruence on satisfaction is apparent, lifestyle congruence's influence on satisfaction is subtle, and cultural contact's and brand identification's impacts on satisfaction are mediocre. Lifestyle congruence and brand identification have effect sizes that are consistent with their unstandardized betas. However, ideal self-congruence and cultural contact appear to have greater effect on satisfaction than is indicated by their betas.
Discussion
We extend self-congruity theory four ways in this study. First, the inclusion of a "cultural contact" variable into the proposed model has improved the model's ability to explain cultural quarter visitors' satisfaction and behavioral intentions. Second, it is revealed in the findings of this study that the relationship between satisfaction and behavioral intentions is moderated by cultural contact. Third, based on the findings of this research, we confirm that contact with cultural activities could have a and of lifestyle congruence on behavioral intentions remained significant when controlling for satisfaction, which suggested partial mediation. Table 5 summarizes the statistics regarding the indirect and direct relationships that are essential for examining the mediating effects.
Measuring Local Effect Size
In addition to the statistical significance of the coefficients in the structural equation model, we report the relevant effect size, a measure of practical significance, using Cohen's f 2 test. The F-statistic estimates the proportion of variance accounted for by the predictor relative to the observed variable and can provide additional insight into the findings while avoiding Type 1 errors (Khalilzadeh & Tasci, 2017) .
In this study, we examine the local effect size by following Khalilzadeh and Tasci's (2017) steps. Khalilzadeh and Tasci (2017) suggested that 0.01, 0.06, and 0.14 be used as the cutoff points for defining a small effect, medium effect, and large effect, respectively. The R 2 for the observed variable in this research (behavioral intentions) is 0.88. The R 2 value for the "behavioral intentions" variable considering only the influence of satisfaction is 0.845. The local effect size is 0.29, which suggests a large effect size. In other words, the effect of cultural contact on tourists' intentions to revisit and to recommend a cultural quarter is apparent. This result aligns with the outcomes of the Delivered by Ingenta Article(s) and/or figure(s) cannot be used for resale. Please use proper citation format when citing this article including the DOI, publisher reference, volume number and page location.
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direct impact on tourists' satisfaction and behavioral intentions. Fourth, based on the results, we suggest that consumers' identification with a tourism destination brand is not only influenced by the congruity between their ideal self-image and the brand's image but also by the strength of their brand identification and lifestyle congruence.
Theoretical Implications
Based on the results of the analysis, four issues warrant further discussion. First, tourists' involvement with on-site activities, such as the degree of contact that they have with different cultural activities, need to be considered when the tourism destination is characterized by a high level of cultural activities. This study is unique in capturing such a moderating effect and unites satisfaction, cultural contact, and behavioral intentions. Given the significance of a cultural quarter to its host city and its image, we further contribute to the literature in the field with this finding and pave the way for future researchers to investigate other potential moderating effects on tourists' intentions to revisit and to recommend cultural destinations.
Second, one of the main contributions that we make with this research to the cultural tourism literature is our examination of cultural contact's effect on tourists. The tourism literature has yet to empirically examine cultural contact's moderating effect on this relationship. In addition, the existing consumer literature on involvement's ability to moderate the effects of satisfaction and behavioral intentions mainly focuses on long-term, enduring involvement with a product class (e.g., Lim, 2014; Lin, Fan, & Chau, 2014) rather than on short-term involvement, which is more situation dependent. Because cultural contact's moderating effect has not been empirically examined by previous scholars, there is no point for comparison at this stage. However, we demonstrate by this study's findings that short-term involvement is a factor that has a significant effect on tourists' consumption of destination brands.
When tourists have more opportunities to become involved in the cultural activities that are offered by a cultural quarter, their satisfaction with the cultural quarter will have a greater impact on their commitment to recommend the destination to Table 5 Summary Ekinci et al. (2013) and Nam et al. (2011) . Another contribution of this research is related to the mediating effect of satisfaction. As we demonstrate in the current study, satisfaction fully mediates the relationship between brand identification and behavioral intentions. Because the results concerning satisfaction's mediating effect remain inconsistent, researchers may need to be cautious about removing satisfaction from symbolic consumption in the tourism destination brands model.
Practical Implications
To promote a deeply held commitment to revisit and recommend a cultural quarter among tourists, practitioners should focus on increasing opportunities for cultural contact during visits. We have demonstrated that this factor has a direct influence on tourists' behavioral intentions and that cultural contact can reinforce the influence of satisfaction on behavioral intentions. Promoters of cultural quarters may want to collaborate with creative workers within a quarter to increase the number of on-site cultural activities that tourists can directly participate in, such as cooking signature dishes and attending interactive seminar sessions.
To increase tourists' intentions to revisit and to recommend, practitioners should work to increase visitors' satisfaction. To achieve this objective, practitioners may first need to identify a cultural quarter's perceived image, brand identity, and lifestyle through market research and a review of its mission statement. Once they have identified the perceived image, brand identity, and lifestyle of a cultural quarter, practitioners can then search for visitors who are more likely to respond favorably to that quarter. For instance, the promoters of Dongshin Old Train Station Hakka Culture Park may be able to obtain data regarding individuals who are interested in the Hakka way of life through the Hakka Affairs Council.
Once a cultural quarter's symbolic meanings have been identified and the profiles of potential visitors have been confirmed, a cultural quarter's marketing team can consider how to tailor its message to different target audiences. One potentially useful message is to emphasize how a cultural quarter's others and to revisit. In the current study, we also found that cultural contact could directly influence satisfaction and behavioral intentions and demonstrated that contact with cultural activities has a significant impact on a cultural destination's tourists. In addition, these outcomes reconfirmed the importance of getting visitors involved with the activities provided by tourism operators (T. H. Lee & Chang, 2012; Martin et al., 2013) . Because in this research we focused on multiple cultural quarters, the scale of the application and generalizability of cultural contact has been broadened.
The findings regarding the influence of cultural contact are novel, but they are also sensible when considered in the context of the development and impact of the sharing economy. In the sharing economy era, which relies on many Web 2.0 technologies, consumers are used to and are more willing to participate in content creation, as these technologies encourage users to create their own content (Bagozzi & Dholakia, 2002; Lu, Zhao, & Wang, 2010) . Therefore, it is not surprising that these consumers prefer hands-on experiences when participating in tourism activities.
Third, based on the results obtained in this study, we revealed that the application of symbolic consumption from the tourism destination brands model to cultural destinations is appropriate because symbolic consumption variables can affect the level of satisfaction that tourists derive from cultural quarters. When examining destination brands from tourists' perspectives, brand identification and lifestyle congruence should be considered together with self-congruity.
Previous results on the influence of lifestyle congruence have been inconsistent. With the findings obtained in this study, we provide additional confirmation that tourists find satisfaction in destinations that can help them build a good reputation within their existing or aspirational social groups and that satisfy their need to maintain or achieve a particular lifestyle. In addition, cultural quarters can reflect a unique lifestyle. Tourists will be more satisfied with their decision to visit if they find that the destination they visited aligns with their lifestyle or brings them closer to the lifestyle they aspire to. Comparing this study's results with the findings of previous research (e.g., Ahn et al., 2013; Ekinci et al., 2013; Hosany & Martin, 2012) 
Conclusions
By incorporating cultural contact into symbolic consumption in the tourism destination brands model, we have examined tourists' consumption of destinations that contain high levels of cultural activities. Although we contribute to the cultural tourism literature and cultural tourism practices with this research, it has two limitations. First, we did not include international tourists in this study; only Taiwanese residents who were domestic tourists were included. Previous studies have shown that tourists from afar tend to be less knowledgeable but more interested in cultural destinations than tourists from neighboring regions (Gnoth & Zins, 2013) . Scholars could compare the influences of symbolic consumption variables and cultural contact through application of the current research model to domestic and international tourists. Second, this research did not include actual self-congruence in its model. Ekinci et al. (2008) and Hosany and Martin (2012) have suggested that actual self-congruence is less influential than ideal self-congruence in the context of tourism; however, additional research can be performed to further examine this factor's influence and to explore why actual self-congruence might not have a significant impact on tourist satisfaction.
